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Darren Barefoot, Szabo Julie, Julie Szabo : Friends with Benefits: A Social Media Marketing Handbook  before 
purchasing it in order to gage whether or not it would be worth my time, and all praised Friends with Benefits: A 
Social Media Marketing Handbook: 

1 of 1 people found the following review helpful. Best Social Media BookBy SoMisguided.comStill one of the best 
books out there on managing and planning for social media, in particular because it offers solid examples of successful 
and unsuccessful campaign (with numbers!). It's a really helpful place to start for companies (and students) trying to 
work social media into the marketing mix, and there are some great tips in there that I go back to even as a veteran to 
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the socmeds. This book is required reading for my university students, and a gift I provide to new clients because it 
really helps people understand the best tone and approach to take in regards to marketing online.3 of 5 people found 
the following review helpful. Very BasicBy Steven RaderThis is a basic overview of sites: MySpace, YouTube, 
Facebook, and Twitter. Much beyond explaining each of the sites and their basic functionality, this book lacks depth. 
Social media 101 here.12 of 12 people found the following review helpful. The Best Social Media Marketing 
HandbookBy Chris AbrahamWhen I started my social media marshy;ketshy;ing firm three years ago I had an 
advanshy;tage. By autumn, 2006, I had passed through New Media Strateshy;gies as Techshy;nolshy;ogy 
Strateshy;gist and Edelman's elite Pubshy;lic Affairs Online Advoshy;cacy team. Even so, my busishy;ness 
partshy;ner, Mark Harshy;rishy;son, and I made a lot of misshy;takes, walked through mine fields, and 
evenshy;tushy;ally started takshy;ing more hills than we lost. I started Abrashy;ham Harshy;rishy;son almost exactly 
three years ago and I would have really appreshy;cishy;ated Friends with Benshy;eshy;fits: A Social Media 
Marshy;ketshy;ing Handshy;book by Darshy;ren Bareshy;foot and Julie Szabo. Actushy;ally, I am kind of bummed 
that I didn't write this book myself because I cershy;tainly could have and should have -- but I didn't. (Via 
Marshy;ketshy;ing Conshy;vershy;sashy;tion)Friends with Benshy;eshy;fits spoke to me because I have "lonely nerd" 
deep inside of me and this book goes all the way back into the yesshy;tershy;years of 80s comshy;putshy;ing when I, 
too, was surfshy;ing the proto-Intershy;net via a 1200-baud modem. Like the book asserts in chapshy;ter one, we 
lonely nerds weren't lonely, "the early BBSs were actushy;ally very social" and so were we. Fast-forward from the 
early 80s -- when I was doing dial-up and geekshy;ing out in Honshy;olulu Bulshy;letin Board Sysshy;tems -- twenty 
years and "social media" is invented. No, re-invented.Darshy;ren Bareshy;foot and Julie Szabo get it and they lay it all 
out into this book and basishy;cally wrote the book on startshy;ing and buildshy;ing Abrashy;ham Harshy;rishy;son -- 
or a firm or agency like it -- from scratch. And not just startshy;ing an agency but inteshy;gratshy;ing social media 
marshy;ketshy;ing into your advershy;tisshy;ing or PR agency or even adding smart social media capacshy;ity into 
your big, medium or even small busishy;ness. I am impressed.Accordshy;ing to the book, "social media 
marshy;ketshy;ing is using social media chanshy;nels to proshy;mote your comshy;pany and its prodshy;ucts. This 
type of marshy;ketshy;ing should be a subshy;set of your online marshy;ketshy;ing activshy;ishy;ties, 
comshy;pleshy;mentshy;ing trashy;dishy;tional web-based proshy;moshy;tional strateshy;gies like email 
newsletshy;ters and online advershy;tisshy;ing camshy;paigns. Social media marshy;ketshy;ing qualshy;ishy;fies as a 
form of viral or word-of-mouth marshy;ketshy;ing." The goal of Friends with Benshy;eshy;fits is to take social media, 
social media marshy;ketshy;ing, viral marshy;ketshy;ing, and word-of-mouth marshy;ketshy;ing and answer "so what" 
and "what now?"What I like about this book is that it is not a book on Twitshy;ter or Faceshy;book. It answers what 
and why with a how that is comshy;preshy;henshy;sive and includes geekier-but-essential topshy;ics such as RSS, 
corshy;poshy;rate blogshy;ging, and even social media news releases. The real value of the book kicks in in 
chapshy;ter 3, "Flagshy;ging a Ride: Findshy;ing the Right Blogshy;gers and Comshy;mushy;nishy;ties" when the 
book goes into the explicit details surshy;roundshy;ing blogshy;ger disshy;covshy;ery, blogshy;ger prospectshy;ing, 
how to choose the right blog and blogshy;ger based on their type (pershy;sonal, topshy;ishy;cal, or corshy;poshy;rate) 
and popshy;ushy;larshy;ity (size matshy;ters), includshy;ing how best to judge blogshy;gers and blogs using 
varshy;ishy;ous anashy;lytshy;ics and metshy;rics tools like [...], Alexa Rankshy;ing, Google PR, and 
Techshy;noshy;rati Rank. And from more instincshy;tual reviews such as checkshy;ing out Google Trends, 
menshy;tions on Google, the numshy;ber of RSS subshy;scribers on Feedshy;burner, menshy;tions on blogrolls, 
popshy;ushy;larshy;ity on Twitter/Facebook/FriendFeed, freshy;quency of postshy;ing, volshy;ume of comshy;ments, 
proshy;fesshy;sionshy;alshy;ism, etc.Chapshy;ter 4 addresses Netishy;quette, someshy;thing that a lot of books give 
very litshy;tle lip sershy;vice to -- a small sacshy;rishy;fice to Intershy;net proshy;toshy;col. Friends with 
Benshy;eshy;fits offers quite a solid list of lessons in netshy;tishy;quette: Lisshy;ten first, take baby steps, make 
friends, lay your cards on the table, blogshy;gers aren't jourshy;nalshy;ists, your repshy;ushy;tashy;tion preshy;cedes 
you, don't be a social media spamshy;mer, and don't fib -- probshy;ashy;bly the most serishy;ous list I have found, and 
one that I have learned needs to be taken dead-seriously. I tried to sugshy;gest my favorites, but they're all 
imporshy;tant to conshy;sider, although makshy;ing friends -- spendshy;ing time together outshy;side the office, if you 
will -- is probshy;ashy;bly one of the most imporshy;tant because when you reach out to anyshy;one for help, 
espeshy;cially when it is earned media (meanshy;ing you're not payshy;ing these blogshy;gers -- or anyshy;one -- to 
write about you or your client), they're going to ask, "who the hell are you?" and "do I know you?" If you're nobody 
they know, peoshy;ple are more likely to not make decishy;sions that are comshy;passhy;sionshy;ate or human, they're 
more likely to just assume that you're not much betshy;ter than a bot -- don't let them.Chapshy;ter 5 deals with the 
social media pitch. Make it comshy;pelling, relshy;eshy;vant, timely, exclushy;sive, pershy;sonal, brief, 
comshy;preshy;henshy;sive, conshy;vershy;sashy;tional, linked, access, and offers an incenshy;tive (or gift, in our 
parshy;lance). This is exactly the list I would have writshy;ten -- this is the list my team would have writshy;ten, too. 
There are also warnshy;ing about bloshy;gola (payshy;ola) and other untoshy;ward things not to do, includshy;ing best 
pracshy;tices in follow-up. In fact, the value-add of this list is amazshy;ing and with a litshy;tle help you could very 
well use Friends with Benshy;eshy;fits as a play-book for your burshy;geonshy;ing (or sufshy;fershy;ing) social media 



pracshy;tice -- and the only reashy;son I am proud instead of threatshy;ened is that my comshy;pany actushy;ally 
offers all the doing of the work for our clients and not just social media conshy;sultshy;ing. That said, this book is 
going to put a hell of a lot of social media experts (SME) out to passhy;ture when their bosses read this book and learn 
that their direcshy;tor of social media doesn't know what he's doing. I recshy;omshy;mend this book to all the SMEs 
out there -- read this before your boss does.Chapshy;ter 6 is titled "Meashy;surshy;ing Sucshy;cess: How to 
Monshy;ishy;tor the Web." This chapshy;ter answers quite a few quesshy;tions about definshy;ing sucshy;cess and 
return on investshy;ment (ROI), the holy grails of social media marshy;ketshy;ing and the reashy;son why too many 
comshy;pashy;nies who need SMM are hesshy;ishy;tant to take the next step, boldly. What's smart about this 
chapshy;ter is that Bareshy;foot and Szabo tell it like it is: you need to ask your client and yourshy;self how you define 
sucshy;cess. Are you intershy;ested in brand-building? Growshy;ing trafshy;fic? Conshy;vershy;sion to sales? Social 
media menshy;tions? Increased buzz? How are you going to do this? Monshy;ishy;torshy;ing? Lisshy;tenshy;ing? The 
issue of manshy;agshy;ing expecshy;tashy;tions is also raised. Unlike banshy;ner ads, that turn on or off like a tap, 
social media marshy;ketshy;ing can be a slow-burn. Being "realshy;isshy;tic" and "humshy;ble" are 
recshy;omshy;mended. Then, after disshy;cussing what sucshy;cess could be, Friends with Benshy;eshy;fits 
disshy;cusses web monshy;ishy;torshy;ing and how to keep track of your sucshy;cesses and failshy;ures and then how 
to follow-up. Folshy;lowshy;ing up is key. Movshy;ing the relashy;tionshy;ship forshy;ward it key, too. 
Blogshy;gers -- indeed everyshy;one -- hates being used and there are too many examshy;ples of a win, a sucshy;cess, 
and a post not being followed-up with a neighshy;borly thank you in the form of a prishy;vate email or a pubshy;lic 
comshy;ment. Rememshy;ber how your momma told you to be polite and to write a thank you note? Well, come on! 
Make momma proud.Chapshy;ter 7 addresses risk. And there are risks, such as the camshy;paign not getshy;ting off 
the ground, blogshy;ger backshy;lash, the crowd talks back, you get rejected, your inishy;tiashy;tive dies on the vine, 
you put all your eggs in social media and your other chanshy;nels shrivel, not being proacshy;tive (or stayshy;ing in 
front of it), you will be meashy;sures, someshy;one gets cold feet in the orgashy;nishy;zashy;tion and the 
camshy;paign is killed, or even get too much sucshy;cess too soon and you colshy;lapse -- #fail -- under its weight. 
Good advice at the end: proshy;ceed with caushy;tion, not cowshy;ardice." In my expeshy;rishy;ence, camshy;paigns 
fail from lack of comshy;mitshy;ment -- from fear and cowshy;ardice. Before you get out there to engage, you had 
betshy;ter be willshy;ing to comshy;mit: be brave.Chapshy;ter 8 deals with damshy;age conshy;trol and crishy;sis 
manshy;ageshy;ment and is short and sweet, dealshy;ing with how to deal with crises with a useshy;ful crishy;sis 
manshy;ageshy;ment primer. There's too much stuff in there that I can't be pitch here but they do recshy;omshy;mend 
that it is essenshy;tial to keep head of the crishy;sis: creshy;ate a crishy;sis response docshy;ushy;ment, creshy;ate a 
response blog and social media platshy;form (and repshy;ushy;tashy;tion) right now instead of after the crishy;sis 
occurs (though it is never too late) and be willshy;ing to engage and not hide down at the botshy;tom of the spishy;der 
hole.I am going to go through the rest of the book faster because I really believe that the most imporshy;tant book 
comes in the first 8 chapshy;ters. Chapshy;ter 9 reminds us that MySpace is still amazshy;ingly relshy;eshy;vant with 
about 125 milshy;lion users worldshy;wide and needs to be respected and the memshy;bers can and should be engaged 
if approshy;prishy;ate. Same thing with Chapshy;ter 10 on the subshy;ject of Faceshy;book, offershy;ing case 
studshy;ies, includshy;ing a case study my firm took part in: Sharp's [...] camshy;paign on Faceshy;book done for 
Lowe NY. Chapshy;ter 11 deals with [...] and other video-sharing sites. And Chapshy;ter 12 briefly addresses 
microblogshy;ging and Twitshy;ter. Each of these chapshy;ters are brief primers, dealshy;ing a litshy;tle bit with 
applishy;cashy;tions, with widshy;gets, with culshy;ture and proshy;toshy;col, and a litshy;tle about marketing.To me, 
chapshy;ters 8-12 are throw-aways. If you're lookshy;ing for a book on Twitshy;ter marshy;ketshy;ing, there are 
betshy;ter more comshy;preshy;henshy;sive guides. To avoid chapshy;ters 8-12 would have been too much of an 
omisshy;sion and social netshy;works sysshy;tems are too sexy right now to leave out; howshy;ever this book is 
invalushy;able and there's nothshy;ing like it out there in terms of a realshy;isshy;tic porshy;trayal of what works and 
what doesn't. This books teaches you to meashy;sure twice and cut once and to trains the reader up on the culshy;ture, 
the expecshy;tashy;tions, and proshy;toshy;col of the social web. Folks online are not numshy;bers or clicks or even 
conshy;sumers, they're peoshy;ple and they're havshy;ing -- and have had -- lots of parshy;ties, socials, and get-
togethers before you ever got there and you need to be very respectshy;ful of the them and their curshy;rent 
conshy;vershy;sashy;tion and when and if to interrupt.This book isn't out yet. You'll have to wait as I reviewed an 
advance galshy;ley of the final book. What I would do is pre-order the book -- it is sure to be someshy;thing you will 
conshy;sume and maybe keep to yourshy;self as your very own comshy;petshy;ishy;tive advanshy;tage. Now that I see 
that the book was proshy;duced by No Starch Press I kick myself again -- I pitched them on this book three years ago. 
Oh well, like I said at the beginshy;ning of this post, the best man and woman won.

The rules of marketing have changed. Savvy marketing professionals know that they must engage with individuals 
directly on the Web, and smart businesses know that customers can become friendsmdash;with benefits. Friends With 
Benefits shows you how to get into the online marketing game. A guide filled with tips, tricks, and real-world case 
studies, Friends With Benefits shows how you can increase your company's online visibility and Web traffic and win 



over online influencers.Friends With Benefits explains how to:ndash;Connect with potential customers and join their 
conversationsndash;Tweak your website to support your social media marketing campaignsndash;Promote your 
products or brand and manage the toughest negative online feedbackndash;Track marketing campaigns, monitor 
discussions, and measure successWith viral videos racking up millions of views and Twitter mavens influencing 
thousands of their friends, social media marketing is an essential new tool for every marketer's toolbox. The expert 
authors of Friend With Benefits guide you through the social media landscape, where authenticity and connections are 
more important than the size of your marketing budget, and real results can be just a few clicks away.
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